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Table 5. Least Squares Means for Total Pounds of Lamb 
Weaned and Wool Weight by Age of Ewe 
Item 
Total pounds of lamb weaned 
per ewe lambing 
Breed of ewe 
Targhee x Targhee 
Suffolk x Targhee 
Type of birth of lambs 
Single 
Twins 
Wool weight, lb. 
Year of birth of ewes 
1971 
1972 
1973 
Breed of ewe 
Targhee x Targhee 
Suffolk x Targhee 
Type of birth of ewe 
Single 
Twins 
Age at first breeding 
Bred at 7 months 
Bred at 19 months 
Exposed at 7 months, 
Postweaning treatment 
High 
Moderate 
open 
12 months 
31. 55: 
45.03 
38.03 
38.55 
a 7.91b 
6.85 
7.33c 
7. 71a 
1.oob 
7 .57a 
1 .15b 
6.82a 
8.39b 
6.87c 
a 7.55b 
7.17 
Age of ewe 
24 months 
a 78.41b 
94.33 
78.00 
94.74 
a 8.8\ 
10.84 
a 10.4\ 
9.30 
9.84 
9.88 
a 9. 72b 
9.40 
10.46c 
9.85 
9.87 
a,b,c Means within age of ewe with different superscripts differ 
significantly, P~.01. 
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36 months 
96.27 
101. 70 
a 77.51b 
120.45 
7.28 
9.15 
8. 79 
7.63 
7.12 
8.19 
9.33 
8.56 
7.86 
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MANAGEMENT, MARKETING AND MERCHANDISING 
The Keys to a Bright Future for 
Lamb in the Market Place 
Al Farrington 
Division Manager, Lamb Operations 
Wilson and Company, Inc. 
Oklahoma City, Oklahoma 
It is interesting to note that during the past few years livestock products 
in the United States have enjoyed, for the 11¥)St part, expanding production. New 
livestock management systems have played a large part in this growth by imple-
menting such techniques as selection of breeding stock for desired carcass quality, 
new breeding techniques, new feeding and health systems and expanded marketing 
and merchandising efforts throughout the entire marketing structure. 
Has lamb enjoyed its share of this expanded production? 
The answer to this question would have to be a resounding NO! Lamb has instead 
showed a decline in total number of stock sheep and has also failed to show a sig-
nificant increase in production per unit. This failure to show a significant 
increase in production per unit is probably the single most disturbing factor con-
tributing to the decline of lamb in the United States. 
As stated earlier, many livestock products have enjoyed expanded production 
and have claimed a greater share of the consumer market while doing so. The most 
significant factor contributing to the success of these products was that of change. 
Many changes occurred in areas of breeding, feeding, marketing and merchandising 
of livestock such as chickens, hogs and cattle. Why not lambs? 
I feel some of the answers will be found through better management at the 
producer level, increased marketings of lambs and new larger retail markets opened 
through expanded merchandising of lamb products. Let's examine each area and 
see what might be done to improve~ industry. 
Management 
The lamb industry has been extremely fortunate over the past few years to 
have attracted a large following of highly qualified researchers at many universities 
and government agencies throughout the United States. These dedicated people have 
set out to solve our industry's problems and have made many substantial contributions. 
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At a recent meeting with Dr. Clair E. Terrill of the United States Department 
of Agriculture, an interesting point was brought to light. According to many 
experts studying the lamb industry, it was predicted that lamb numbers could be 
increased by as much as 160% in one year's time if the technology available to 
the sheep industry was applied. 
Where are our effective managers? Why do we continue to let year after year 
go by without implementing these various techniques which, when used properly, 
could wipe out the factors responsible for the decline in the sheep industry? 
A good effective manager is one who uses all the tools available to him and 
constantly seeks new and more profitable ways to get the job done. Let's all work 
to become better managers by reviewing the recent developments introduced through 
research and implement this technology wherever possible in our operations. 
Your goal as a producer should be one of increased numbers of lambs as soon 
as possible, so that a sufficient supply of lamb and wool would be assured for 
the packer, the mill and the consumer. Increased supply will also increase demand. 
I realize this is the opposite of logical economics. However, fresh American 
lamb is only available in large quantities a few times a year. During these times 
producers do experience lower prices for their lambs because of the size of our 
present lamb markets. If lamb demand and profits are to grow, supply must also 
grow to open new markets which will in turn feature lamb during our peak runs. 
Ask yourself these questions. Would you invest or build a wool processing 
plant in the United States? Today the answer would probably be NO. What would 
your answer be, however, if the American lamb industry had been showing a 10 to 
15% per year growth rate over the past 5 years and excellent growth for the industry 
was predicted for the next 10 years. Your answer would probably be YES. 
Would you 
States today? 
every year and 
build a meat processing plant to slaughter only lambs in the United 
No, probably not. However, if the lamb supply was growing steadily 
present plants were at capacity, you would certainly consider it. 
If as an industry we continue to show declining numbers and allow markets 
to continue to shrink to meet supply, we can not expect to attract the investments 
needed to build new processing plants and mills to handle our products. The decision 
is up to each and every one of us. Let's be effective managers. 
Marketing 
Increasing lamb numbers will help put our industry on the road to recovery 
only if the supply of live lambs reaches the markets at a steady rate. Presently 
our industry's lamb crop is born during December through May because climatic 
conditions control to a large degree the lambing time. After the lambs are born, 
temperature and rainfall in various regions determine both the growth rates and 
the number of fat and feeder lambs produced during a given year. Thus, the number 
of lambs sold as feeders and the number sold as fats vary from year to year, causing 
wide variations in market prices. 
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At weaning time during years of good rainfall, fat lambs are plentiful (low 
prices) and feeder lambs are scarce (high prices). Lamb feeders are forced to 
buy high priced lambs and spread their cost over a small volume. This causes 
a high potential live market when the lambs are finished which, if met by consumer 
resistance, could cause potential feeding losses. Just the reverse occurs in 
years of low rainfall, fat lambs are scarce at weaning time (high prices) while 
feeder lambs are plentiful (low prices). 
For producer, feeder, processor, retailer and even the consumer this insta-
bility causes frustrations, lack of confidence and sometimes anger. Many things 
can be done to eliminate or minimize the above situations and thus spread out 
the supply of lambs arriving at the various markets throughout the year. 
For instance, a producer through the use of the Finn sheep could increase 
his lambing numbers and, by using out of season breeding methods, have his lambs 
ready for sale during the high market periods of the year. I realize that avail-
able pasture and feed play an i~portant part in determining whether a producer 
will market fat lambs or feeder lambs or whether he will feed his own lambs when 
his pasture will no longer support livestock. The main point here is that the 
producer is determining the outcome of his efforts and is striving toward a goal. 
No longer is his lambing, feeding, and marketing controlled solely by the weather. 
Once the supply of lambs increases and the marketing of lambs is spread out 
more evenly throughout the year, then a merchandising program will be needed to 
insure availability of high quality lamb throughout the United States. This leads 
us to the third topic, that of merchandising • 
Merchandising 
Wilson and Company feels strongly that a sound merchandising program is the 
key to developing newer and stronger markets for lamb products. It is extremely 
important that live markets remain high enough during the year to yield a reasonable 
return on investment to the producer and newer more expanded markets seem to be 
the answer. 
Consumption of lamb is distributed more l.Ulevenly throughout the United States 
than the consumption of any other red meat. Many people attribute these regional 
differences in lamb consumption to different ethnic and religious backgrounds 
of the individual consumer. No doubt these factors played an important part in 
formulating the original marketing channels for lamb due mainly to its perish-
ability. 
Perishability has been lamb's biggest drawback in the market place, due 
mainly to its physical makeup. Unlike beef, lamb does not improve in flavor and 
tenderness with prolonged aging but rather deteriorates rapidly and becomes un-
desirable for retailer and consumer alike. 
Recent studies show that, with our present methods of distribution, lamb 
often reaches its peak of flavor and tenderness long before it reaches the final 
consumer. It is for this reason that packers and processors ship their lamb products 
to areas of high concentrations of religious and ethnic backgrounds conducive 
to lamb to insure rapid consumption and minimize their losses due to spoilage. 
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Wilson and Company has taken lamb out of this perishable state with its new • 
vacuum-packaged, market-ready lamb program and, by doing so, has opened up many 
new opportunities for lamb. Fresh American lamb is now available to every retail 
store, restaurant, hospital and institution that desires it anywhere in the United 
States. Special marketing and distribution channels for lamb are no longer needed, 
as vacuum-packaged primal cuts of lamb enjoy the same distribution flexibility as 
cold cuts, bacon, hot dogs, smoked hams and many other meat items. 
Wilson has made a substantial commitment to the sheep industry through the 
development of its market ready lamb program. It has invested heavily in the 
research and development of new equipment and new methods for processing various 
lamb products to insure the finest quality product possible with the lowest production 
cost. Lamb can not be processed in the same manner as beef due to the weight dif-
ferences between the two meats. Lambs must be cut and trinmed quickly to keep the 
cost of producing it low, thus keeping it competitive with other meats in the 
market place. 
Along with the development of new high speed processing equipment and techniques, 
Wilson is engaged in new product research to find new ways to market lamb. At the 
present time Wilson offers through its market ready lamb program a complete selection 
of vacuum-packaged primal cuts that can be bought both as a whole carcass unit 
(legs, loin, rack and chuck) or bought separately depending on the customer's various 
needs. With the Wilson market ready lamb program you order only what you can 
sell and nothing more. 
Out of stocks are virtually eliminated when you use Wilson ' s full variety 
of fresh vacuum packaged primal cuts. These vacuum packaged primals not only give 
the retailer 2 weeks storage time but also supply the retailer with the flexibility 
to supply the ever changing demand of his various customers. · 
For the retail markets using variety cuts such as necks, breasts and shanks, 
Wilson offers a custom primal cut package with rough cuts. This package contains 
the legs, loins, rack and chuck packaged and trimmed exactly the same as our custom 
CPC carcass lamb, with an extra package containing the breasts, shanks and neck. 
For the hotel, restaurant and institutional field, Wilson has just introduced 
a complete line of "Ready to Cook" lamb products. These various products are 
all vacuum packaged and available in the fresh or frozen state. Boned, rolled 
and tied lamb legs, boned, rolled and tied lamb shoulders, frenched lamb racks, 
and boneless lamb cubes head the list of this new product line. Customer acceptance 
of these products has been excellent since their introduction. 
Work is already under way on a consumer ready frozen retail lamb program 
at Wilson and Company and it is hoped that soon you will be able to find frozen 
lamb patties and frozen lamb steaks in the frozen food section of your favorite 
retail store. 
Let us put the past behind us and look forward toward a bright future for 
the lamb industry. Let ' s be effective managers, better marketers and good mer-
chandisers. Look to Wilson to lead the way to a better, stronger, healthier 
lamb industry through merchandising. 
58 
• 
• 
